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ABSTRAK 
Ivanna Tandiono NRP. 1423015048. Pengaruh Pemberitaan Online Kasus 
Sariwangi Pailit Terhadap Corporate Image PT Unilever Indonesia Tbk 
Pada Ibu Rumah Tangga Di Surabaya. 
Penelitian dengan judul Pengaruh Pemberitaan Online Kasus 
Sariwangi Pailit Terhadap Corporate Image PT Unilever Indonesia Tbk 
Pada Ibu Rumah Tangga Di Surabaya. Penelitian ini dilakukan untuk 
mengetahui apakah pemberitaan online kasus Sariwangi Pailit berpengaruh 
terhadap corporate image PT Unilever Indonesia Tbk pada Ibu Rumah 
Tangga di Surabaya. Dalam penelitian ini menggunakan 2 variabel yaitu X 
(Pemberitaan) dan Y (Corporate Image). Pemberitaan dinilai berdasarkan 
indikator yang mempengaruhi yaitu timeliness, proximity, prominence, 
human interest, dan concequence. Sedangkan Corporate Image dinilai 
berdasarkan primary impression, familiarity, perception, preference, dan 
position. Penelitian ini merupakan penelitian kuantitatif eksplanatif yaitu 
bertujuan untuk melihat pengaruh antara variabel X dan variabel Y. Peneliti 
menggunakan penelitian survei dengan menggunakan kuesioner sebagai alat 
pengumpul data. Hasil dari penelitian ini menunjukkan bahwa pemberitaan 
online kasus sariwangi pailit tidak berpengaruh terhadap corporate image 
PT Unilever Indonesia Tbk pada Ibu Rumah Tangga di Surabaya. 
Kata Kunci: Pemberitaan Online, Corporate Image, Sariwangi Pailit, 
Pengaruh. 
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ABSTRACT 
Ivanna Tandiono NRP. 1423015048. The Impact of Online Coverage 
Concerning Sariwangi Case of Bankruptcy on Corporate Image of PT. 
Unilever Indonesia Tbk Towards Housewives in Surabaya. 
 
 This research titled: The Impact of Online Coverage Concerning 
Sariwangi Case of Bankruptcy on Corporate Image of PT. Unilever 
Indonesia Tbk Towards Housewives in Surabaya. This research has been 
conducted to ascertain whether online coverage concerning Sariwangi Case 
of Bankruptcy might influence the corporate image of PT. Unilever 
Indonesia Tbk towards Housewives in Surabaya. This research employs 2 
variables consisting of X (Coverage) and Y (Corporate Image). Coverage 
was determined by some influencing indicators which are timeliness, 
proximity, prominence, human interest, and consequence. On the other 
hand, Corporate Image assessed on the primary impression, familiarity, 
perception, preference, and position. This research concluded into a type of 
quantitative along with explanative term research. This research also to 
examine the impact between the X variable and Y variable. Researcher 
deploys survey as a research method and questionnaire uses in the purpose 
of data collection. As a result of this research, it indicated that online 
coverage concerning Sariwangi case of bankruptcy exhibits no influence on 
corporate image PT. Unilever Indonesia Tbk towards Housewives in 
Surabaya. 
 
Keyword: Online Coverage, Corporate Image, Sariwangi Case of 
Bankruptcy Impact. 
